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2.1. Social Networking Sites & Social Media
Social﻿ network﻿ sites,﻿ social﻿ media﻿ and﻿ Web﻿ 2.0﻿ has﻿ been﻿ used﻿ interchangeably﻿ in﻿ the﻿ literature.﻿
Derived﻿from﻿the﻿categorization﻿by﻿Constantinides﻿and﻿Fountain﻿(2008),﻿basic﻿categories﻿of﻿social﻿






















2.3. S-Commerce and E-Commerce
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of﻿goods,﻿services﻿or﻿a﻿wider﻿range﻿of﻿business﻿activities﻿including﻿information﻿exchange﻿such﻿as﻿


























on﻿social﻿media﻿and﻿their﻿ intentions﻿ to﻿use﻿social﻿media﻿ in﻿ their﻿shopping﻿decisions.﻿Despite﻿ the﻿
rising﻿interest﻿in﻿this﻿concept,﻿the﻿underlying﻿motivations﻿that﻿affect﻿s-commerce﻿are﻿not﻿clear﻿as﻿




2.4. Uses and Gratifications
To﻿ explore﻿ consumer﻿ motivations﻿ in﻿ online﻿ shopping﻿ and﻿ s-commerce﻿ in﻿ more﻿ detail,﻿ Uses﻿ and﻿
Gratifications﻿Theory﻿(UGT)﻿is﻿adopted﻿in﻿the﻿present﻿study.﻿The﻿classical﻿utilitarian﻿and﻿hedonic﻿
value/motive﻿framework﻿is﻿embraced﻿from﻿a﻿wider﻿perspective﻿in﻿UGT,﻿a﻿consumer-centric﻿approach﻿








Cognitive﻿gratifications﻿or﻿benefits,﻿ involve﻿media’s﻿ ability﻿ to﻿deliver﻿desirable﻿ information,﻿
whereas﻿ social﻿ integrative﻿ benefits﻿ indicate﻿ media’s﻿ ability﻿ to﻿ enable﻿ social﻿ interaction﻿ and﻿
strengthening﻿the﻿consumer’s﻿ties﻿with﻿others.﻿Personal﻿integrative﻿benefits﻿are﻿associated﻿to﻿the﻿media’s﻿
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affecting﻿attitudes﻿ towards﻿websites﻿ (Hausman﻿&﻿Siekpe,﻿2009).﻿Besides,﻿ it﻿was﻿also﻿shown﻿that﻿
entertainment﻿affects﻿users’﻿participation﻿behavior﻿(Choi﻿et﻿al.,﻿2016;﻿Dholakia,﻿Bagozzi,﻿&﻿Pearo,﻿
2004).﻿Similarly,﻿in﻿studies﻿on﻿e-commerce,﻿entertainment﻿factor﻿was﻿found﻿to﻿have﻿a﻿positive﻿effect﻿
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2.4.5. Cool & New Trend
The﻿relevant﻿literature﻿on﻿UGT﻿in﻿social﻿media﻿reveal﻿“cool﻿and﻿new﻿trend”﻿gratification﻿as﻿a﻿possible﻿
factor﻿affecting﻿user﻿behavior.﻿This﻿gratification﻿rests﻿upon﻿the﻿belief﻿that﻿individuals﻿use﻿new﻿media﻿
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3.3. Sampling & Survey Administration
The﻿target﻿population﻿is﻿the﻿social﻿networking﻿site﻿users﻿who﻿benefit﻿from﻿social﻿media﻿and﻿social﻿




Figure 1. Proposed model
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4. dATA ANALySIS ANd RESULTS
Out﻿of﻿the﻿total﻿sample,﻿268﻿usable﻿questionnaires﻿with﻿full﻿demographics﻿information﻿were﻿obtained﻿
after﻿accounting﻿for﻿filtering﻿questions,﻿non-complete﻿and﻿low-quality﻿questionnaires.﻿First﻿of﻿all,﻿
Table 1. Sample demographics
N=361 Frequency % Valid % Frequency % Valid %
Monthly Income (USD equivalent) Education
<400 10 2.8 2.9 High﻿School﻿or﻿Less 29 8.1 8.5
401-800 46 12.7 13.5 College﻿Degree 46 12.7 13.5
801-1200 74 20.5 21.7 University﻿Student 134 37.1 39.3
1201-1600 62 17.2 18.2 University﻿Degree 51 14.1 15.0
1601-2000 39 10.8 11.4 Master’s﻿+﻿Degree 86 23.8 25.2
2001-2400 33 9.1 9.7 Missing 15 4.2 -
2401-2800 25 6.9 7.3 Age
2801+ 52 14.4 15.2 18-21y 175 48.5 51.3
Missing 20 5.5 - 22-25y 46 12.7 13.5
Gender 26-30y 28 7.8 8.2
Male 162 44.9 46.8 31-39y 50 13.9 14.7
Female 184 51.0 53.2 40-49 33 9.1 9.7
Missing 15 4.2 - 50y+ 14 3.9 4.1
Missing 15 4.2 -
TOTAL 361 100 TOTAL 361 100
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Table 2. Sample SNS use info
Using Social Media Frequency Percent Valid % Cumulative %
Yes 329 91.1 91.1 91.1
No 32 8.9 8.9 100.0
Using Social Media for Shopping
Yes 269 74.5 81.8 81.8
No 60 16.6 18.2 100.0
Missing﻿(No﻿SNS﻿Use) 32 8.9 - -
Social Media Use Per Day
<﻿1﻿hour 41 11.4 12.5 12.5
1-2﻿hour 84 23.3 25.5 38.0
2-3﻿hour 66 18.3 20.1 58.1
3-4﻿hour 59 16.3 17.9 76.0
4-5﻿hour 29 8.0 8.8 84.8
5-6﻿hour 23 6.4 7.0 91.8
6+﻿hours 27 7.5 8.2 100.0
Missing 32 8.9 - -
Total 361 100.0 100.0 100.0
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Y X X X X X X= + + + + + + +β β β β β β β ε
0 1 1 2 2 3 3 4 4 5 5 6 6





Table 3. Summary of scales and descriptive stats
N=268 Mean Std. Dev. Median N=268 Mean Std. Dev. Median
ESC1 2.27 1.108 2 COL1 1.85 .916 2
ESC2 2.29 1.148 2 COL2 1.78 .895 2
ESC3 2.37 1.111 2 COL3 1.74 .897 2
INF1 3.46 1.056 4 INT1 3.03 1.070 3
INF2 3.45 1.080 4 INT2 2.96 1.137 3
INF3 3.75 .965 4 INT3 3.12 .966 3
REL1 3.06 1.033 3 INT4 3.38 .968 4
REL2 2.96 1.149 3 SOC1 2.67 1.12 3
REL3 3.03 1.167 3 SOC2 2.29 1.05 2
REL4 3.12 1.120 3 SOC4 2.69 1.07 3
PAS1 2.07 1.018 2 SOC5 3.09 1.17 3
PAS2 2.39 1.181 2 SOC6 2.14 .93 2
PAS3 2.72 1.278 3 SOC7 3.16 1.07 3
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KMO χ2 p < Cronbach’s α AVE CR
ESC1 .858
81.91% .668 527.766 .0001 0.889 0.819 0.931ESC2 .952
ESC3 .903
INF1 .668
59.62% .610 121.519 .0001 0.648 0.591 0.811INF2 .838
INF3 .790
ENT1 .703





81.12% .673 493.222 .0001 0.880 0.811 0.928PAS2 .947
PAS3 .893
COL1 .875
82.54% .720 503.007 .0001 0.893 0.826 0.934COL2 .938
COL3 .912
SOC1 .778











The factor solutions for each variable explained variations ranging between 54-83%; (KMO= 0.610-0,816, χ2 p< .0001).
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Table 5. Inter-variable correlations
SOC ESC INF ENT PAS COL INT
SOC .737*
ESC .401 .905*
INF .358 .295 .769*
ENT .462 .457 .465 .846*
PAS .349 .427 .339 .544 .901*
COL .378 .424 .246 .303 .492 .908*
INT .361 .242 .317 .370 .183 .181 .782*
* Square root of AVE is provided on the diagonal.
Table 6. Regression analysis results
Factors Beta Std. Err Std. Beta t p < Hypothesis
(Constant) -5.69E-17 .055 - .000 1.000 -
Information .149 .064 .149 2.337 .020 H1﻿-﻿Accept
Entertainment .230 .075 .230 3.065 .002 H2﻿-﻿Accept
Passing﻿Time -.095 .073 -.095 -1.305 .193 H3﻿-﻿Reject
Escape .038 .067 .038 .572 .568 H4﻿-﻿Reject
Cool﻿&﻿New﻿Trend .026 .067 .026 .387 .699 H5﻿-﻿Reject
Socialization .210 .066 .210 3.165 .002 H6﻿-﻿Accept
Adjusted R2: 0.205; F(6.262) = 11.232, p< 0.001
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Low 102 2.728 0.766
.175 .131
Men 124 2.720 0.801
.147 .135
High 164 2.598 0.761 Women 145 2.585 0.720
ESC
Low 102 2.235 1.013
.326 -.126
Men 124 2.371 1.051
.352 .116
High 164 2.362 1.023 Women 145 2.255 0.984
INF
Low 102 3.471 0.872
.154 -.143
Men 124 3.589 0.814
.522 .062
High 164 3.614 0.743 Women 145 3.526 0.775
REL
Low 102 3.076 1.002
.631 .058
Men 124 3.067 0.959
.704 .044
High 164 3.018 0.918 Women 145 3.022 0.937
COL
Low 102 1.837 0.882
.392 .089
Men 124 1.817 0.852
.591 .054
High 164 1.748 0.777 Women 145 1.763 0.793
INT
Low 102 3.208 0.789
.370 -.084
Men 124 3.242 0.795
.719 -.033











Low 172 2.751 .722
.003 .285
Younger 183 2.756 0.730
.001 .339
Higher 96 2.466 .797 Older 86 2.417 0.774
ESC
Low 172 2.399 1.009
.057 .246
Younger 183 2.393 1.011
.045 .266
Higher 96 2.153 1.017 Older 86 2.128 1.006
INF
Low 172 3.578 .771
.553 .060
Younger 183 3.568 0.768
.692 .041
Higher 96 3.517 .838 Older 86 3.527 0.847
REL
Low 172 3.094 .964
.209 .152
Younger 183 3.090 0.941
.231 .148
Higher 96 2.943 .910 Older 86 2.942 0.952
COL
Low 172 1.806 .802
.615 .053
Younger 183 1.798 0.793
.777 .030
Higher 96 1.753 .857 Older 86 1.767 0.878
INT
Low 172 3.241 .720
.544 -.057
Younger 183 3.244 0.737
.610 -.049
Higher 96 3.298 .771 Older 86 3.293 0.741
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5. dISCUSSIoNS
Findings﻿ suggest﻿ that﻿ both﻿ utilitarian﻿ and﻿ hedonic﻿ motivations﻿ in﻿ addition﻿ to﻿ socialization﻿ have﻿












































affecting﻿ user﻿ behavior﻿ in﻿ more﻿ recent﻿ applications﻿ of﻿ e-commerce﻿ such﻿ as﻿ m-commerce﻿ and﻿
s-commerce﻿ (Åkesson,﻿ 2007;﻿ Parker﻿ &﻿ Wang,﻿ 2016).﻿ Lack﻿ of﻿ extensive﻿ research﻿ to﻿ support﻿ or﻿
refute﻿this﻿finding﻿is﻿probably﻿due﻿to﻿the﻿operationalization﻿of﻿this﻿factor﻿under﻿a﻿larger﻿“hedonic”﻿
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terms﻿of﻿basic﻿demographics﻿(age,﻿gender,﻿education﻿or﻿income)﻿to﻿differentiate﻿between﻿users﻿with﻿
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APPENdIx A. SCALES ANd ITEMS
Table 8. Scales and items
Code Item Construct & Source
SOC1
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